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2BACKGROUND

§ Objectives:
§ Increase weekend attendance at the Los Angeles Waterfront 
§ Position the Los Angeles Waterfront as a year-round visitor 

destination 

§ Target Audience:
§ Southern California families with children & singles with HHI of $35,000+

§ History Buffs (35+)
§ Foodies (25-34)
§ Art Lovers 
§ Sea Explorers

§ Budget - $80K

§ Timing – 2/2 – 4/24

§ Geography: Los Angeles and Orange County

2017 Waterfront Campaign Parameters
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§ Launched hyper-targeted campaign against History Buffs, Foodies, Art Lovers and Sea 
Explorers through Search Engine Marketing (SEM), digital banner ads via Facebook and 
Google, and Social Influencers. 

§ Created display banners and SEM ads that were specifically tailored to each target’s 
interests

§ Employed Social Influencers to create content that would appeal each target’s interest 
through Instagram, Facebook and blog posts.

§ Targeted multicultural families with young kids, young professionals in search of new, 
different and interesting things to do

2017 Waterfront Solution
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4CREATIVE
Art Lovers Banner
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Foodies Banner
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History Buffs Banner
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Sea Explorers Banner
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Paid Search
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2017 Waterfront Landing Page
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RESULTS

§ Paid Search campaign delivered a 1.38% CTR, 4x last year’s campaign

§ Click volume was mainly driven by ‘Foodies’ and ‘Art Lovers’
§ These topics are popular across all target groups regardless of which psychographic 

cluster 
§ Garnered 86% of all Paid Search clicks 

§ Sea Explorers and History Buffs also performed strongly
§ Sea Explorers Ad Group top two keywords

§ Marine life
§ Maritime museum

§ History Buffs Ad Group top two keywords
§ Battleship IOWA
§ Korean Friendship Bell

Paid Search: 3/1 - 4/20/2017
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RESULTS
Paid Search: 3/1 - 4/20/2017
Adwords	SEM

Ad group Impressions Clicks CTR CPC Spend
Foodies 420,013 5,658 1.35% $1.37 $7,729.43
Art Lovers 145,592 2,385 1.64% $1.60 $3,805.92
Sea Explorers 84,373 778 0.92% $1.53 $1,190.54
History Buffs 28,360 544 1.92% $1.41 $768.84
Total 678,338 9,365 1.38% $1.44 $13,494.73
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RESULTS

§ Display campaign had a strong performance and beat out 2016 benchmarks
§ 0.71% CTR, 5x higher
§ $0.47 CPC, 6x more efficient

§ All ad groups drove healthy metrics

§ Top two ad groups were Foodies and Art Lovers
§ Garnered more engagement, the system optimized to favor these ad groups
§ 87% of all clicks and 83% of all impressions 

Google Display Network (GDN): 2/2 - 4/20/2017
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RESULTS
GDN: 2/2 - 4/20/2017
Adwords	GDN

Ad group Impressions Clicks CTR CPC Spend
Foodies 3,124,560 22,277 0.71% $0.43 $9,620.12
Art Lovers 1,474,617 11,492 0.78% $0.49 $5,618.82
Sea Explorers 473,605 3,278 0.69% $0.61 $2,010.62
History Buffs 439,806 1,921 0.44% $0.61 $1,179.96
Total 5,512,588 38,968 0.71% $0.47 $18,429.52
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RESULTS

§ Foodies and History Buffs are in the top two performing ad sets

§ Facebook campaign garnered engagement beyond the click:
§ 1,846 reactions
§ 60 comments
§ 196 shares
§ 304 additional likes to the LA Waterfront Facebook page

Facebook (Newsfeed): 3/1 - 4/24/2017
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RESULTS
Facebook (Newsfeed): 3/1 - 4/24/2017
Facebook

Ad Set Impressions Clicks CTR CPC Spend
Foodies 308,976 5,020 1.62% $0.50 $2,499.72
History Buffs 284,156 2,939 1.03% $0.85 $2,499.71
Arts Lovers 269,049 1,948 0.72% $1.28 $2,487.69
Sea Explorers 272,196 1,722 0.63% $1.46 $2,512.18
Total 1,134,377 11,629 1.03% $0.86 $9,999.30
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CREATIVE
Social Influencers
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CREATIVE
Social Influencers
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CREATIVE
Social Influencers
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CREATIVE
Social Influencers
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CREATIVE
Social Influencers
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CREATIVE
Social Influencers
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RESULTS

§ Between the original posts and blogs shared across the influencers’ social media 
platforms the campaign has garnered over 20,000 organic engagements

§ Over 45,000 followers were reached without any additional spending

§ $0.43 CPE is well within industry averages, which range $.25-$.60

Social Influencers

DATA	METRICS Tactic Views/Impressions Clicks CTR Reach Engagements Engagement Rate Budget
(Excel	and	tab	name) Organic IZEA 5,797 667 1.88% 41,353 19,693 47.62%
will	not	match Promoted IZEA 933,421 1,670 0.18% N/A 60,453 6.48%
original	raw Blog Post Social Shares N/A N/A N/A 5,220 636 12.18%

$34,500.00
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RESULTS

§ To extend the influencers’ reach IZEA promoted select Instagram and Facebook 
posts

§ Overall engagement rate is higher than average at 6.48%, average range is 
between 2-5%
§ Mainly driven by Instagram with a strong 10.23% engagement rate
§ Instagram is a much more visual medium and ultimately more effective at gaining and 

maintaining user attention

Social Influencers

Platform Impressions Clicks CTR Likes/ Reactions Comments Shares Engagement Rate
Promoted Instagram 555,290 1,552 0.28% 56,683 69 40 10.23%
Promoted Facebook 378,131 118 0.03% 3,515 66 80 0.97%

TOTAL 933,421 1,670 0.18% 60,198 135 120 6.48%

Promoted Posts Data
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PORT OF LOS ANGELES

§ Over 8 million total impressions served

§ Delivered more than 62,000 clicks to L.A. Waterfront landing page
§ 61% new visitors and 39% returning visitors
§ Average time on page is 2:14

§ Overall click-thru-rate of 0.75% versus 2016 benchmark of .18%

§ Social Influencers generated over 80,000 engagements, i.e. reactions, comments 
and shares

2017 Waterfront Results


